THE POWER OF SPONSORSHIP PROGRAM IN ENHANCING BRAND IMAGE - A STUDY ON THE EFFECTIVENESS OF KIA SPONSORING THE FIFA WORLD CUP 2010 by Akbar Ali Mohamed Noordin et al.
2
nd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC RESEARCH (2
nd ICBER 2011) PROCEEDING 
177 
 
THE POWER OF SPONSORSHIP PROGRAM IN ENHANCING 
BRAND IMAGE: - A STUDY ON THE EFFECTIVENESS OF KIA 
SPONSORING THE FIFA WORLD CUP 2010 
Akbar Ali Mohamed Noordin, Zulkeply Kamaruddin, Afizan Amer, Danial Fahmi 
Zulkepli 







In this research, the effectiveness is defined by the success of a sponsorship program to 
capture the audience attention in elevating the brand power and brand image. Today, a large 
number of events are using sponsorship support to offer more exciting programs and to help 
defray  rising  costs.  Sponsorship  allows  companies  to  reach  specifically  targeted  niche 
markets without any waste. Sponsorship offers the possibility of achieving several goals at 
once.  Just  like  attendance  profiles,  marketing  opportunities  or  media  coverage,  this  rich 
emotional  content  of  sport  events  may  affect  sponsors’  return  on  investment.  Most 
sponsorship deals involve long-term relationship. The visibility of sponsorship is bound to 
affect the image of the company as surely as the company’s logo and livery. Subsequently, an 
unpleasant thought-out sponsorship may deliver no effect or in certain case scenario it may 
backfire the sponsorship return on investment. The purpose of this quantitative study is to 
understand  the  effectiveness  of  Kia  Motors  sponsoring  The  FIFA  World  Cup  2010  to 
enhance  branding.  From  the  result  of  this  research,  it  is  clear  that  Congruence  between 
Sponsor and Sponsored Object, Sponsored Object Category Involvement, Sponsor Category 
Involvement, Sponsorship Attitude helps the sponsorship program of Kia sponsoring The 
FIFA World Cup 2010 to be effective. Some of the respondent has also give a good opinion 
that sponsorship creates a better atmosphere in a sports competition as well as it is a colorful 
to the sport competition. It is good that Kia have chosen the World Cup as a sponsorship 
medium because it leads to a successful and effective sponsorship program. 
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1.0  INTRODUCTION 
In this research, the effectiveness is defined by the success of a sponsorship program to 
capture the audience attention in elevating the brand power and brand image. Sponsorship 2
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can be defined as the financial or in-kind support of an activity, used primarily to reach 
specified  business  goals.  According  to  IEG’s  Complete  Guide  to  Sponsorship, 
"Sponsorship  should  not  be  confused  with  advertising.  Advertising  is  considered  a 
quantitative  medium,  whereas  sponsorship  is  considered  a  qualitative  medium.  It 
promotes a company in association with the sponsee." Today, a large number of events 
are using sponsorship support to offer more exciting programs and to help defray rising 
costs. Sponsorship allows companies to reach specifically targeted niche markets without 
any waste. A part from that, it is a powerful complement to other marketing programs, in 
addition  to  have  a  dramatic  influence  on  customer  relations.  Sponsorship  offers  the 
possibility of achieving several goals at once. According to Schmader and Jackson in 
their book, Special Events: Inside and Out, a company can benefit from sponsorship in 
many ways, such as:  
·  Enhancing Image/Shaping Consumer Attitudes  
Often companies are looking to improve how they are perceived by their target 
audience. Sponsoring events that appeal to their market are likely to shape buying 
attitudes and help generate a positive reaction. Coca Cola, for example is always 
looking to generate a positive influence of their products in the minds of their 
consumers and as such regularly support events they feel can influence consumer 
opinions.  
·  Driving Sales  
Sponsorship geared to driving sales can be an extremely potent promotional tool. 
This  objective allows  sponsors  to  showcase  their  product  attributes.  Food  and 
beverage  companies  often  use  sponsorship  to  encourage  samplings  and  sales. 
IEG’s Complete Guide to Sponsorship cites Visa’s fund-raising effort around its 
sponsorship of the Olympic Games and the U.S. Olympic Team. They promoted 
their association by offering to make a donation to the team each time consumers 
charge  a  purchase  to  their  card.  American  Express  used  a  similar  strategy  by 
donating to needy causes with their "Charge Against Hunger" campaign. As a 
result, both companies experienced a significant rise in sales volume.  
·  Creating positive publicity/heightening visibility  
Every  sponsor  is  seeking  wide  exposure  in  both  electronic  and  print  media. 
Positive publicity helps create heightened visibility of products/services. Various 
media covering the event may include sponsors names and/or photos. In addition, 
the  kind  of  media  coverage  a  sponsor  may  get  is  often  unaffordable  if  the 
company were to think of purchasing it, and if it were available. To maximize this 
objective, it is important for the sponsoring company to have a comprehensive 
media  campaign  to  augment  the  regular  media  coverage  promoted  by  the 
organizers. Sponsorship can often generate media coverage that might otherwise 
not have been available.  
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2.0  LITERATURE REVIEW 
 
2.1  Branding 
Brands play an important role in the decision-making processes of business customers 
(Bendixen et al., 2004; Michell et al., 2001). In case of high brand equity, consumers 
are more likely to believe extreme advertising claims (Goldberg and Hartwick, 1990) 
and  high  equity  brands  reduce  the  negative  impact  on  consumer  choice  of  an 
unattractive sales promotion (Simonson et al., 1994). Yoo et al. (2000) suggest that 
any  marketing  action  has  the  potential  to  affect  brand  equity  as  brand  equity 
represents the effect of accumulated marketing investments into the brand. In their 
research, they studied price, price promotions, distribution intensity, store image, and 
advertising expenditures as elements potentially affecting brand equity. The Oxford 
English Dictionary traces the development of the word “brand” from the Germanic 
word “brand” which referred to the mark made by burning with a hot iron, a usage 
first noted in 1552. At the very least, there do exist clear agreement that the brand 
distinguishes  a  product  from  its  unbranded  counterpart  through  the  sum  total  of 
consumers’  perceptions  and  feelings  about  the  product’s  attributes  and  how  they 
perform.  Corporate  identity  and  corporate  image  are  fundamentally  about  the 
“uniqueness  of  an  organization”  as  “  related  to  its  external  and  internal  image” 
(Balmer and Gray 1999, p. 256) communicated through graphic design (Baker and 
Balmer, 1997; Bottomley and Doyle, 2006), integrated corporate communication and 
organizational behavior (van Reil and Balmer, 1997). Therefore, sponsorship provides 
an opportunity to differentiate brands and convey strong corporate branding messages 
(Roy  and  Cornwell,  1999;  Meenaghan  and  Shipley,  1999).  Sponsorship  itself  of 
course,  can  take  various  forms  ranging  from  a  relatively  crude  level  of  financial 
support that has a limited association with the branding strategy. 
 
When it comes to the concepts in the domain of marketing, there is always a trade off 
between  comprehensiveness  and  meaningfulness.  On  the  basis  of  the  review  on 
various  sponsorship  concept  (Olkkonen,  1999)  it  can  be  stated  that  definitions  of 
sponsorship  are  no  exception.  An  all-encompassing  definition  of  sponsorship  is 
difficult, if not impossible (or even unmeaning) to make. We think, however, that in 
most  sponsorship  definitions  certain  essential  elements  of  the  sponsorship 
phenomenon can be identified. In general, sponsorship can be illustrated as a mutually 
beneficial business relationship (cf. Head, 1981) between two parties being named as 
sponsor (usually companies) and sponsored (e.g. actors in the field of arts, sports, 
education).  
 
Sponsorship  provides  an  opportunity  to  differentiate  brands  and  convey  strong 
corporate  branding  messages  (Roy  and  Cornwell,  1999;  Meenaghan  and  Shipley, 
1999). Sponsorship itself of course, can take various forms ranging from a relatively 
crude  level  of  financial  support  that  has  a  limited  association  with  the  branding 
strategy  of  the  sponsor  and  which  might  be  said  to  border  on  the  philanthropic 
(Gwinner and Swanson, 2003), to a far more elaborate integration within a brand 
strategy so that the relationship may be described as taking on a co-branding ethos 
(Motion  et  al.,  2003).  Sponsorship  may  have  a  number  of  intended  outcomes.  It 
provides  a  means  by  which  established associations  may  be  used  for  competitive 
advantage (Amis et al., 1999) andfor specific purposes. It can be used at the corporate 2
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level (Marshall and Cooke, 1992;Simpkins, 1980; Meenaghan and Shipley, 1999) and 
at the brand level (Meenaghan, 1999;Meenaghan and Shipley, 1999) to create image. 
It  may,  through  the  creation  of  increased  awareness,  enhancement  and  reputation 
support the repositioning of a brand (Motionet al., 2003). Likewise, it may be used to 
considerable advantage within the organization for purposes such as staff recruitment, 
retention and engagement (Hatch and Schultz, 1997; Gardner and Scheema, 1987; 
Shimp,  1993).  Cliffe  and  Motion  (2005,  p.  1069)  suggest  that  the  literature  has 
focussed on three main areas: 
 
(1) recall and recognition of sponsorship; 
(2) image transfer in sponsorship; and 
(3) corporate branding and sponsorship. 
 
 
However, they also suggest that there are other aspects of research that are emerging 
that consider sponsorship in the context of social identification and the “sociology of 
spectatorship”  (p.  1069)  where  the  experience  of  the  event  provides  connections 
between  the  individual  and  the  shared  event.  That  is  sponsorship  research  is 
increasingly drawing on a wider literature that involves the spectator’s social space 
and the creation of derived meaning. In a context where consumers are faced with 
mutable moral and social principles and fractured social relationships (Taylor, 1991) 
the shared communal experience of a sporting event provides the marketer with an 
opportunity to create relationships at a fundamental level. The derived connection 
between  the  brand  and  the  sponsored  event  or  team  that  may  ensue  offers 
considerable opportunity to create or redefine corporate identity. Corporate identity 
and corporate image are fundamentally about the “ uniqueness of an organization” as 
“  related  to  its  external  and  internal  image”  (Balmer  and  Gray  1999,  p.  256) 
communicated  through  graphic  design  (Baker  and  Balmer,  1997;  Bottomley  and 
Doyle, 2006), integrated corporate communication and organizational behavior (van 
Reil  and  Balmer,  1997).  Balmar  (2001)  suggests  that  corporate  branding  may  be 






(5) constituencies; and 
(6) covenant. 
 
Sponsorship  is  particularly  relevant  in  this  context.  Through  a  corporate  brand,  a 
company  is  able  to  “distinguish  and  differentiate  itself  in  the  minds  of  its 
stakeholders” and thereby ensure its “espoused values” are easily identifiable (Balmer 
and Gray, 2003, p. 972). Sponsorship is a potentially powerful method of conveying 
corporate  and  organisational  identity,  affecting  reputations,  managing  stakeholder 
perceptions and establishing a brand promise where it lies at the heart of corporate 
communications.  Therefore,  sponsorship  has  the  ability  elevate  a  corporate  brand 
above the advertising noise that exists in the consumer environment and connect the 
corporate brand to an event or entity with which a group of consumers identify. The 
ability  of  a  commercial  sponsor  to  communicate  the  importance  of  identity  is 
therefore fundamental to successful co-branding on the sponsorship continuum. The 2
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importance of a semantic relationship between sponsor and sponsored is emphasised 
in the literature (Johar and Pham,1999; Pham and Johar, 2001). That is, the degree of 
identification with the sponsor is enhanced where there is a fit between the sponsored 
activity and the sponsoring brand and that this relationship will be particularly strong 
where  there  are  tangible  products  associated  with  the  brand  (Roy  and  Cornwell, 
1999). This study is concerned with the positioning of sponsorship at the heart of a 
corporate  branding  strategy.  In  this  it  addresses  a  similar  question  to  Cliffe  and 
Motion  (2005);  however,  unlike  Cliffe  and  Motion  (2005)  who  considered  a 
sponsorship  relationship  with  limited  sponsorship  fit  this  research  considered  a 
relationship  with  high  sponsorship  fit.  In  relation  to  this,  the  paper  considers  the 
product and service dimension of the brand. That is whether the links between sport 
and service oriented brands facilitate communication with specific stakeholders (Roy 
and Cornwell, 1999). 
 
2.2  Sponsorship 
Sponsorships are a growing communication form, and are defined by a sponsor (i.e. a 
brand or firm) providing cash and/or other compensation in exchange for access to an 
object’s commercial potential (i.e. exposure and association with the cause, event, 
organisation  or  individual  related  to  a  sport,  cultural,  and/or  non-profit  entity) 
(Cornwell  et  al.,  2005).  Annual  worldwide  spending  on  sponsorships  has  grown 
rapidly to an estimated $33 þ billion (Akaoui, 2007), due in part to such factors as 
increasing restrictions on advertising, higher advertising costs, zapping, and increased 
media  coverage  of  sponsored  events  (Quester  and  Thompson,  2001;  Speed  and 
Thompson, 2000; Verity, 2002). The increased media coverage is also one reason that 
approximately two-thirds of all sponsorship spending is directed at sporting events, 
leagues, teams, and players (Crompton, 2004; Verity, 2002), although there is also 
increasing  interest  in  cultural  sponsorships  (Irwin  et  al.,  2003;  Menon  and  Kahn, 
2003; Polonsky and Wood, 2001; Quester and Thompson, 2001; Rifon et al., 2004; 
Ruth and Simonin, 2003; Simmons and Becker-Olsen, 2006). While sponsoring is an 
increasingly important communication tool, relatively few attempts have been made 
to  measure  and  understand  the  effects  of  sponsorship  (Cornwell  et  al.,  2005; 
Meenaghan, 2001; Quester and Thompson, 2001; Thjømøe et al., 2002). Indeed the 
most  common  type  of  sponsorship  effects  research  is  the  simple  measurement  of 
sponsor logo exposure time during coverage of a sponsored event (Cornwell et al., 
2005;  Meenaghan,  2001),  which  is  clearly  inappropriate  for  evaluating  high-level 
sponsorship effects such as attitude and/or behavioural change (Currie, 2004; Speed 
and Thompson, 2000; Thjømøe et al., 2002). While Cornwell et al. (2005) and Rifon 
et  al.  (2004)  speculate  that  different  effect  models  might  be  required  for  cultural 
sponsorships;  a  review  of  the  sponsorship  literature  does  not  find  any  direct 
comparisons between sports and cultural contexts, making it impossible to determine 
whether this assertion is correct. 
 
 
The  importance  of  a  semantic  relationship  between  sponsor  and  sponsored  is 
emphasized in the literature (Johar and Pham, 1999; Pham and Johar, 2001). That is, 
the degree of identification with the sponsor is enhanced where there is a fit between 
the sponsored activity and the sponsoring brand and that this relationship will be 
particularly strong where there are tangible products associated with the brand (Roy 
and Cornwell, 1999). Formerly, local businessmen supported their favorite sports club 2
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for  patronizing  reasons.  Over  the  years,  patronage  has  become  commercial 
sponsorship,  with  companies  realizing  that  sport  is  a  perfect communication  tool. 
Nowadays, professional sports would not be possible without the revenues generated 
from sponsorship; however, in recent years, not only have sponsorship fees increased, 
but also the number of sponsors of each sports entity. Clubs today have multiple 
sponsors, so they have to deal with various relationships (Gerd Nufer* and André 
Bühler, 2009). Basically, the relationship between professional sporting organizations 
can be described as a business-to-business relationship in view of the fact that both 
sponsor and sponsee are enterprises. The next section will focus on the relationship 




A sponsorship opportunity, then, should be assessed as to its potential of helping a 
firm to secure a position of competitive advantage. As Hunt and Morgan (1995; 1996) 
have argued, some firms enjoy superior financial performance because they currently 
occupy marketplace positions of competitive advantage resulting from a comparative 
advantage in resources. Once reached, however, this position of advantage is subject 
to constant attack as competitors seek to close the gap between themselves and the 
industry  leader.  This  may  not  become  immediately  apparent  because  of  societal 
institutions  such  as  patents  or  contracts,  causal  ambiguity,  social  complexity, 
tacitness, or time compression diseconomies (Dierckx and Cool, 1989; Nelson and 
Winter,  1982;  Peteraf,  1993;  Wernerfelt,  1984).  The  imitation  of  one  company's 
activities  by  another,  for  instance the  sponsorship  of cricket  by  financial  services 
institutions such as Cornhill, National Westminster Bank, Britannic Assurance, and 
AXA Equity & Law, or the phenomenon of ambush marketing are examples of tactics 
used to negate competitive advantages based on sponsorship.  
 
As such, if a firm does not work to maintain its position any advantage it has gained 
will be lost. This may take weeks, months, or even years, depending on the size of the 
initial  advantage  and  how  well  the  position  is  protected,  but  eventually  all  rent 
generating advantages will be appropriated. Truly sustainable competitive advantage, 
therefore, is not a static state but rather a dynamic one dependent on a firm constantly 
moving from one position of advantage to another (D'Aveni, 1994; Grùnhaug and 
Nordhaug, 1992). To achieve this sustainable advantage with the limited supply of 
resources that any firm has at its disposal requires a deep understanding of what the 
firm's advantage is dependent  on. Consideration can then be  given  as to  how  the 
competencies developed from these resources can be exploited and developed in new 
and productive ways. Building on the work of Hamel and Prahalad (1994), we believe 
that for a sport sponsorship agreement to be developed into a distinctive competence, 
it must possess three component parts. A first requirement is that the sponsorship is 
able to provide a significant increase to the perceived customer value of the product or 
service offered by the firm. This is achieved by ensuring that it yields a significant 
quality  or  cost  advantage  (Hamel  and  Prahalad,  1994).  Second,  the  distinctive 
competence that the firm develops must be unique in order to differentiate the firm 
from its competitors. In other words, sponsorship assets must either be uniquely held, 
or, if ubiquitous across the industry, must contribute significantly more to the firm 
than to any of its competitors. ``It makes little sense to define a competence as core if 
it is omnipresent or easily imitated by competitors'' (Hamel and Prahalad, 1994, p. 
206).  2
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Finally, the competence must be usable in a variety of areas: it must be extendable. In 
this  respect,  it  is  important  for  companies  to  escape  from  the  oft  held  view  of 
regarding  a  particular  sponsorship  as  being  valuable  only  in  a  single  area.  The 
development of each of these points takes up the remainder of this section. Although, 
for the sake of clarity, we talk about each separately, the most useful way of thinking 
about  them  is  as  points  on  an  equilateral  triangle;  alteration  in  any  one  of  these 
``triangulation points'' will have an effect on the other two. It is worth reiterating that 
companies will place different emphases on sport sponsorship within their overall 
marketing  and  communications  mix.  However,  it  is  our  contention  that  the  more 
attention that is paid to each of these points, the greater the likelihood of developing 
the  sponsorship  into  a  distinctive  competence  capable  of  securing  for  the  firm  a 
position of sustainable competitive advantage. 
Sponsorship is an important tool of marketing communication that seeks to achieve 
favourable publicity for a company and/or its brands within a certain target audience 
via the support of an activity not directly linked to the company's normal business. It 
is an indirect form of promotion: the company or brand name is incidental to the event 
being watched or the person supported by the sponsoring firm. A large amount of 
sponsorship aims to project the sponsor's corporate image to an audience, rather than 
attempting to relate a brand's unique attributes to the known characteristics of target 
groups, essentially because many brands are today so similar to those of competing 
businesses that corporate brand identity is often the major factor that distinguishes a 
particular  brand.  Sponsorship  differs  from  patronage  in  that  whereas  the  latter 
involves  financial  or  material  donations  made  altruistically  and  without  any 
expectation  of  returns  through  extra  advertising  or  publicity  for  the  benefactor; 
sponsorship demands short- or long-term contributions to the commercial success of 
the sponsoring firm (ISBA, 1982; Meenaghan, 1983, 1991a).  
 
Sponsorship might be undertaken to improve a company's sales (Marshall and Cook, 
1992; Varadarajan and Menon, 1988), to build a corporate image (Marshall and Cook, 
1992; Simkins, 1980), to reach a narrow section of people (Freeman and Walley, 
1988),  or  to  achieve  multiple  objectives  (Abratt  et  al.,  1987;  Irwin  and 
Asimokopoulos, 1992; Meenaghan, 1983). It might also help a company attract and 
retain high calibre employees, as it can project corporate images which imply close 
involvement with activities  valued by current and potential  workers  (Allen, 1990; 
Gardner and Schuman, 1987; Shimp, 1993). A number of studies have concluded that 
sponsorship  can  be  a  highly  costeffective  method  of  marketing  communication 
(Marshall and Cook, 1992; Meenaghan, 1991b; Thwaites, 1995). For example, Miles 
(1995) reported that responses to promotional materials issued by the Visa credit card 
organisation and featuring its sponsorship of the Olympic Games were 17 per cent 
higher  than  for  a  control  group  to  which  Olympic  sponsorship  images  were  not 
transmitted. Also card usage was observed to increase by an average 21 per cent 
during  promotions  based  on  major  sponsorships.  Mintel  (1990)  found  that 
unprompted awareness of the name of an insurance company sponsoring a national 
cricket competition increased from 2 to 16 per cent over a two-year period, and that 
the  recall  levels  of  the  names  of  three  brands  of  cigarette  used  in  motor  racing 
sponsorship rose from 6, 11 and 22 per cent in 1974 to 55, 50 and 66 per cent in 1988 
(using  motor  racing  as  the  recall  prompt).  Texaco's  prompted  recall  percentage 
improved from 18 to 60 per cent in consequence of motor racing sponsorship over the 2
nd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC RESEARCH (2
nd ICBER 2011) PROCEEDING 
184 
 
same  period.  Sponsorship  can  (beneficially)  appear  to  potential  customers  as  less 
overtly ``commercial'' than conventional advertising.  
 
Against  this  however  is  the  possibility  that  message  impact  and  recall  may  fall 
dramatically soon after a sponsored event. Note how spectators attending a sponsored 
activity (a football match for example) are in a sense forcibly exposed to the sponsor's 
advertisements  within  a  controlled  environment.  Surveying  existing  US  and 
Continental European empirical literature on advertisement recall percentages after 
forced exposure in controlled situations that included other advertisements Franzen 
(1994) reported that after 20 to 30 minutes, at least a quarter of respondents have no 
recollection whatsoever of the advertised brand, around 10 per cent name the wrong 
brand, while another 10 per cent or more have but a vague recollection of the overall 
product category. Twentyfour hours following exposure, about half of all respondents 
have forgotten the advertisement even after prompting (using the product category as 
the stimulus). Provision of direct brand-related prompts rarely leads to more than 25 
to 30 per cent recall after this period. Potential sponsors have an abundance of entities 
and activities which they can choose to support: sports, arts, community activities, 
charities, teams, tournaments, individual personalities or events, ad hoc competitions, 
fairs, shows, etc. Sports sponsorship is by far the most popular sponsorship medium, 
accounting for at least three-quarters of all sponsorship spending in both the UK and 
the US (Thwaites, 1995) and offering high visibility, extensive television and press 
coverage, the ability both to attract a broad cross-section of the community and to 
serve specific niches, and (importantly) the capacity to break down cultural barriers 
(Sleight, 1989). It is hardly surprising, therefore, that the aggregate value of sports 
sponsorship in the UK quadrupled over the years 1980-89 (Allen, 1990), and is still 
rising (Thwaites, 1995).  
 
Marshall  and  Cook  (1992)  noted  the  popularity  of  particular  sports as  targets  for 
company sponsorship, with football and motor sport dominating expenditures. Half of 
their sample of 105 UK sponsoring firms reported that reach into the target audience 
was the main reason for the choice of which sport to sponsor (rather than product 
linkage or the image of the activity). In Britain, association football (soccer) is the 
most heavily sponsored of all sporting activities. Half of all UK males play, watch 
(live  or  on  television),  or  read  about  football  (Mintel,  1991).  All  age  and  socio-
economic categories are well-represented among the general body of male football 
supporters  (Wright,  1988).  In  England  the  major  (``Premier'')  league  is  currently 
sponsored by the brewers Bass Ltd (under a four-year deal effective from the 1993/94 
season),  and runs under the title  The  FA Carling  Premiership (``Carling'' being a 
wellknown  brand  of  lager).  Individual  teams  belonging  to  the  Premier league  are 
sponsored by particular companies, the latters' names and logos appearing on players' 
shirts and other items of kit, on perimeter boards around the playing area, in match 
programmes, and on banners and hoardings prominently displayed within the ground. 
Advertisers who are not sponsors sometimes enter deals whereby their names appear 
on large posters placed around the perimeters of all Premier league pitches throughout 
the country for several months at a time, a practice encouraged by British television's 
convention of showing highlights from a random selection of Premiership games in a 
single programme broadcast on Saturday evenings.  
 
Thwaites  (1995)  reports  that  60  per  cent  of  respondents  in  a  sample  of  30  UK 
companies sponsoring soccer teams stated that outcomes to sponsorship were well 2
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above expectations. Football sponsorship was considered by these companies to reach 
a very wide audience of disparate consumer types, to ``influence the community'', and 
to enhance national brand awareness. Respondents obviously believed that football 
enthusiasts  represented  an  important  and  accessible  cross-section  of  the  overall 
buying public. 
 
The  use  of  sales  figures  as  an  indicator  of  sponsorship  effectiveness  is  highly 
problematic  in  consequence  of  the  possible  influences  of  collateral  marketing 
communications  inputs,  carry-over  effects  of  past  advertising,  changing  economic 
conditions, entry or exit of competing businesses, and so on. Hence, the results of 
sponsorship are typically appraised in terms of awareness levels achieved; attitudes 
created  or  altered;  prompted  and  unprompted  brand  or  company  name  recall;  the 
extents of television, radio and press coverage, and cost per thousand prospects. A 
common approach is to measure the duration of television coverage of a sponsored 
event and the magnitude of press coverage obtained in terms of single column inches 
and  then  to  compute  the  cost  of  purchasing  corresponding  amounts  of  space  or 
broadcast time (Allen, 1990). This is convenient and practicable, but only indicates 
the extent  of the  publicity resulting from  sponsorship,  rather than the impact and 
effects  of  the  exposure  (Meenaghan,  1991a;  Parker,  1991;  Shanklin  and  Kuzma, 
1992).  Meenaghan  (1991a)  recommends  a  three-fold  evaluation  procedure: 
determination of a company's present position in terms of pre-sponsorship awareness 
and  image  with  the  target  audience;  tracking  to  detect  movements  in  customer 
attitudes towards the firm; and the post-sponsorship comparison of performance levels 
against initial objectives.  
 
A  number  of  theorists  have  advocated  the  use  of  tracking  devices  to  monitor 
sponsorship effectiveness (see Thwaites (1995) for a review of the relevant literature). 
Marshall and Cook (1992) found however that although 78 per cent of a sample of 58 
UK sponsoring companies evaluated their investments in some way or other, very few 
of them actually undertook specialised tracking (customer mail or telephone surveys 
to establish changes in attitudes and purchasing activities were the most frequently 
used evaluation method). Allen (1990) similarly reported evidence to suggest that 
only  a  small  number  of  companies  completed  any  formal  evaluation  of  their 
sponsorship expenditure, or engaged in any research whatsoever designed to identify 
the likely interests of target customers. A survey conducted by Thwaites (1995) found 
that while two-thirds of a sample of 30 companies sponsoring UK football teams 
attempted  to  evaluate  their  sponsorship  activities,  few  went  beyond  the  basic 
measurement of media coverage. And generally unsophisticated methods seemed to 
be applied. Reasons advanced for not evaluating sponsorship effectiveness included 
the  costs  and  uncertainties  involved,  technical  research  difficulties,  absence  of 
meaningful criteria for assessment, and lack of clear initial objectives (Allen, 1990; 
Thwaites, 1995). In the following sections it is suggested that a sponsoring company's 
ability to create false consensus (see below) among spectators represents a concrete 
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2.3  Sport Sponsorship 
Sport  sponsorship  involves  the  allocation  of  scarce  resources  with  the  intent  of 
achieving certain organisational objectives (Slack and Bentz, 1996). Consequently, it 
has frequently been described in the marketing literature as a strategic activity (Carter, 
1996; Gilbert, 1988; Otker, 1988). The use of recent developments in the strategic 
management literature to provide insights that will further our understanding of sport 
sponsorship, as  has  been  the case  in the  wider  marketing  field,  therefore  appears 
logical and germane. Unfortunately, this is an avenue of research that has been largely 
neglected.  Although  the  linkages  with  strategic  management  have  long  been 
recognised  in  marketing  research  (e.g.  Biggadike,  1981),  similar  connections  are 
conspicuously absent in the sponsorship literature. In this paper, we attempt to address 
this void by extending our previous arguments that sponsorship agreements should be 
considered as strategic investments (cf. Amis et al., 1997). Specifically, we contend 
that any firm entering into a sponsorship agreement should treat its sponsorship as a 
resource  which,  either  singly  or  in  combination  with  other  resources,  can  be 
developed into an area of distinctive competence which in turn can assist the firm to a 
position of sustainable competitive advantage. 
 
2.4  Congruence between the sponsor and sponsored object 
Congruence between the sponsor and sponsored object (also called fit or relatedness) 
has been the most used construct in sponsorship research (Cornwell et al., 2005), and 
was also the most popular predictor construct in Tables I and II (used in ten of 28 
studies). Sponsorship research has almost universally found that higher fit is related to 
higher effects in both sports and non-sports contexts, which is generally attributed to 
less  questioning  or  counter-arguing  of  the  sponsor’s  motives  (Becker-Olsen  and 
Simmons, 2002; Cornwell et al., 2005; Menon and Kahn, 2003; Rifon et al., 2004; 
Simmons and Becker-Olsen, 2006; Speed and Thompson, 2000). The only exception 
is the negative relationship found by Hamlin and Wilson (2004) in a cause-related-
marketing context, where this unexpected result was attributed (but not tested) to a 
likely scepticism about the sponsor motives if the fit was “too” good. 
 
2.5  Sponsorship Attitude 
 
The sponsorship attitude construct has only been used by Simmons and Becker-Olsen 
(2006) in a sponsorship context, where they found it to be a significant predictor of 
Firm  Equity  (i.e.  post-sponsorship  attitudes  and  purchase  intentions  towards  the 
sponsor). A similar concept, “attitude towards the alliance” has been shown to predict 
high-level attitudinal effects in the co-branding literature (Simonin and Ruth, 1998). 
The explanation for this finding is based on information integration theory, in which 
the attitude towards the alliance will influence post-relationship attitudes towards the 
allied  brands  in  the  direction  of  the  valence  of  the  attitude  towards  the  alliance 
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2.6  Sponsor Category Involvement and Object Category Involvement 
 
Sponsor category involvement and object category involvement have been used most 
frequently in predicting sponsor recall, since higher involvement levels tend to be 
associated  with  increased  exposure  opportunities  (i.e.  football  fans  watch  more 
sponsored football games) (Crimmins and Horn, 1996, Olson and Thjømøe, 2003; 
Sandler  and  Shani,  1989).  Involvement  is  also  associated  with  higher  levels  of 
category expertise that makes the processing of category information more efficient 
and accurate, which is important in sponsorship applications due to the peripheral 
nature of sponsorship stimuli exposures (Alba and Hutchinson, 1987; Cornwell et al., 
2005). Research has also generally found a positive relationship between involvement 
and  high-level  sponsorship  effects  (Alexandris  et  al.,  2007;  Close  et  al.,  2006; 
Madrigal, 2001; Martensen et al., 2007; note that Roy and Cornwell, 2004, used the 
related concept of sponsor category knowledge). 
 
 
3.0  RESEARCH METHODOLOGY AND DESIGN 
It  starts  with  the  question  of  what  motivates  people  to  attend  major  sports  events, 
sometimes in very distant locations. Or what makes them spend large amounts of money 
to do so (in tickets, transport, accommodation etc), however when they could so easily 
watch it on television for free? Why do they can stand with uncomfortable seats, cold 
weather  and  noisy  surroundings,  when  television  broadcasting  offers  them  experts’ 
comments, statistics and the ability to replay specific actions, in the comfort of their own 
house? Why do people behave in such an unreasonable way? The answer could be that 
they are not looking for rationality. Sports spectators want to be there where things are 
happening, where records are broken and where the sports legend is written. Or in another 
way, sports spectators are looking for a range of experiences that induce emotions and 
feelings. Indeed, every sporting event consist a broad mix of emotional reactions, from 
suspense, tension, surprise and satisfaction, to disappointment or even despair. Just like 
attendance  profiles,  marketing  opportunities  or  media  coverage,  this  rich  emotional 
content of sport events may affect sponsors’ return on investment.  
 
Most sponsorship deals involve long-term relationship. The visibility of sponsorship is 
bound to affect the image of the company as surely as the company’s logo and livery. A 
well-directed sponsorship can do much to enhance the perception of the company and 
possibly  its  product  too.  Subsequently,  an  unpleasant  thought-out  sponsorship  may 
deliver no effect or in certain case scenario it may backfire the sponsorship return on 
investment. This can lead to a serious problem for many parties. Thus, objectives in term 
of long term image enhancement should be set for the sponsorship, and evaluation to 
measure  how  well  those  objectives  are  met  should  be  done.  The  purpose  of  this 
quantitative study is to understand the effectiveness of Kia Motors sponsoring The FIFA 
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3.1 Research Objectives 
There are 3 objectives in this study: 
i.  To  understand  the  congruence  between  Kia  Motors  sponsoring  the  FIFA 
World Cup 2010. 
ii.  To justify the Kia category involvement in the Kia sponsoring the FIFA World 
Cup 2010. 
iii.  To justify the FIFA category involvement in the Kia sponsoring the FIFA 
World Cup 2010. 
iv.  To  identify  the  Kia’s  sponsorship  attitude  in  the  sponsorship  of  the  FIFA 
World Cup 2010. 
3.2 Scope of Study 
 
Subject 
The  study  is  focusing  on  congruence  between  Kia  Motors  sponsoring  the 
FIFA  World  Cup  2010,  Kia  and  FIFA  category  involvement  in  the  Kia 
sponsoring the FIFA World Cup 2010 and Kia’s sponsorship attitude in the 
sponsorship of the FIFA World Cup 2010. 
Location 
Most of this study is conducted in around Selangor and Kuala Lumpur only as 
because the convenience in accessing data of the respondents. 
 
Respondent 
The respondents of this sample of study are football fans, vehicle owners and 
non vehicle owners. Respondent are request to fill in the questionnaire form 






      H0    There  is  no  significant  relationship  between  congruence  between 
sponsor and object and the Effectiveness of Kia sponsoring the FIFA 
World Cup 2010. 
    H1     There is significant relationship between the congruence between          
                     sponsor and object and the Effectiveness of Kia sponsoring the FIFA     
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    Hypothesis 2 
      H0  There  is  no  significant  relationship  between  object  category 
involvement and the Effectiveness of Kia sponsoring the FIFA World 
Cup 2010. 
      H2    There is significant relationship between object category involvement 
and the Effectiveness of Kia sponsoring the FIFA World Cup 2010. 
Hypothesis 3 
      H0  There  is  no  significant  relationship  between  sponsor  category 
involvement and the Effectiveness of Kia sponsoring the FIFA World 
Cup 2010. 
    H3   There is significant relationship between sponsor category involvement   
                    and the Effectiveness of Kia sponsoring the FIFA World Cup 2010. 
 
Hypothesis 4 
      H0  There is no significant relationship between sponsorship attitude and 
the Effectiveness of Kia sponsoring the FIFA World Cup 2010. 
  H4    There is significant relationship between sponsorship attitude and the      
            Effectiveness of Kia sponsoring the FIFA World Cup 2010. 
 
 
4.0  ANALYSIS AND INTERPRETATION OF DATA 
 
This chapter aims to analyze the statistical data which covers the group of the respondents 
selected from the population involved in the study. The group is among football fans in the 
selected area around Klang Valley. The set of questionnaires are enclosed in Appendix 1. The 
purpose of this analysis is to determine the effectiveness of Kia sponsoring the FIFA World 
Cup  2010.  Thus,  the  study  will  enable  to  relate  whether  the  factors  such  as congruence 
between  sponsor  and  sponsored  object,  sponsored  object  category  involvement,  sponsor 
category involvement and sponsorship attitude as aimed in the study. In addition, analyses 
and findings obtained in this chapter are used to support the strategic proposal in the later 
chapter.  The  statistical  technique  used  in  this  analysis  covers  the  frequency  distribution, 
reliability analyses, regression analyses and correlation whenever necessary. The purpose of 
this technique also will aid this research in profiling the football fans in order to assist in 
determine the effectiveness of Kia sponsoring the FIFA world cup 2010. 
The findings  are arranged into several sections.  The first section  describes  the  reliability 
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4.1  Reliability Analysis  
 
Uma  Sekaran  (2003)  explains  that  the  reliability  of  a  measure  is  established  by 
testing for both consistency and stability. Cronbach‘s alpha is computed in terms of 
the average inter-correlations among the items measuring the concept. Cronbach‘s 
alpha is a reliability coefficient that indicates how well the items in a set are positively 
correlated  to  one  another.  The  closer  Cronbach‘s  alpha  is  to  1,  the  higher  is  the 
internal consistency reliability. Consistency indicates how well the items measuring a 




Strength of Association 
< .6  Poor 
.6 to < .7  Moderate 
.7 to < .8  Good 
.8 to < .9  Very Good 
.9>  Excellent 
(Source: Hair et al (2003), Essential of Business Research Methods) 
Table 4.1 Interpretation for Cronbach Alpha value being propose by Sekaran (2003) 
 
4.1.1  Reliability analysis for congruence between sponsor and sponsored object 





,815  5 
Table 4.1.1: Reliability Statistics congruence between sponsor and sponsored object 
 
The result indicates that the Cronbach‘s Alpha for five (5) items in congruence between 
sponsor and sponsored object (independent variables) measure is 0.815. The result shows that 
this independent variable is ranged as very good because the value is more than 0.8. The 
questions about congruence between sponsor and sponsored object are very reliable. 
 
4.1.2  Reliability analysis for sponsored object category involvement 





,851  5 
 
Table 4.1.2 Reliability Statistics sponsored object category involvement 
 
The result indicates that the Cronbach‘s Alpha for five (5) items in sponsored object category 
involvement (independent variables) measure is 0.851. The result shows that this independent 
variable is ranged as very good because the value is more than 0.8. The questions about 
sponsored object category involvement are very reliable to this research. 2
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Table 4.1.3 Reliability Statistics sponsor category involvement 
 
The  result  indicates  that  the  Cronbach‘s  Alpha  for  five  (5)  items  in  sponsor  category 
involvement (independent variables) measure is 0.806. The result shows that this independent 
variable is ranged as very good because the value is more than 0.8. The questions about 
sponsor category involvement are very reliable to this research. 
 






,826  5 
 
Table 4.1.4 Reliability Statistics sponsorship attitude 
 
The result indicates that the Cronbach‘s  Alpha for  five  (5) items in  sponsorship attitude 
(independent variables) measure is 0.826. The result shows that this independent variable is 
ranged as very good because the value is more than 0.8. The questions about sponsorship 
attitude are very reliable to the research. 
 
As as a conclusion all the independent variables (congruence between sponsor and sponsored 
object, sponsored object category involvement, sponsor category involvement, sponsorship 
attitude) data are reliable to this research. 2
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4.2  Correlations Analysis 
 
 
In this section, Pearson Correlation Coefficient is used to test the hypothesis. The 
hypothesis tested is that linear relationship exists between two variables, dependent 
and  independent  variable,  as  seen  in  the  correlation  coefficient  (r).  The  null 
hypothesis,  however,  states  that  no  linear  relationship  exists  between  the  two 
variables. As in all hypothesis tests, the goal is to reject the null hypothesis and accept 
the alternative hypothesis. In other words, it is to decide that an effect, in this case a 
relationship exists. According to Sekaran et al., there could be a perfect positive 
correlation between two variables, which is represented by +1.0 (plus 1), or a perfect 
negative correlation which would be -1.0 (minus 1). However, neither of these will be 
found in reality when assessing correlations between any two variables expected to be 
different from each other. For score 0.7 and above, it can be interpreted as a very 
strong relationship, 0.5 to 0.69 score considered having a strong relationship, 0.3 to 
0.49 as moderate, 0.1 to 0.29 as having a low relationship and lastly 0.01 to 0.09 deem 
















Table 4.2: Interpretation for value “r” being propose by Sekaran (2003) 
 
“r” value   Interpretation  
0.01 – 0.09   Very low relationship  
0.10 -0.29   Low relationship  
0.30 – 0.49   Moderate relationship  
0.50 – 0.69   Strong relationship  
0.70 – 1.0   Very Strong relationship  2
nd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC RESEARCH (2
nd ICBER 2011) PROCEEDING 
193 
 
4.4.1  Correlation Analysis 
 

















































































































































**  Correlation is significant at the 0.01 level (2-tailed). 
 
Table 4.4.1: Correlation Analysis2
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IVs  r value  Relationship  Hypothesis 
congruence between sponsor 
and sponsored object  0.495 
Moderate Correlation, Substantial 
Relationship  H1   Accepted 
sponsored object category 
involvement  0.394  Moderate Correlation, Substantial 
Relationship  H2  Accepted 
sponsor category 
involvement  0.504  Strong Relationship  H3  Accepted 
sponsorship attitude  0.596  Strong Relationship  H4  Accepted 
 
Table 4.4.2 Interpretation of r value 
From  the  result  of  the  correlation  analysis  have  shown  that  the  entire  hypothesis  is 
accepted. This is because each of the independent variables has positive values. For the 
congruence  between  sponsor  and  object,  sponsored  object  category  involvement  is 
showing a moderate correlation or substantial relationship with the dependent variable. 
For the sponsor category involvement and sponsorship attitude, both of it have a strong 
relationship with the dependent 
 
5.0 CONCLUSION AND RECOMMENDATION 
Conclusion 
From  the  result  of  this  research,  it  is  clear  that  Congruence  between  Sponsor  and 
Sponsored  Object,  Sponsored  Object  Category  Involvement,  Sponsor  Category 
Involvement, Sponsorship Attitude helps the sponsorship program of Kia sponsoring The 
FIFA World Cup 2010 to be effective. It indicates that all this independent variables are 
strongly needed in order to create a sponsorship program. Some of the respondent has 
also  give  a  good  opinion  that  sponsorship  creates  a  better  atmosphere  in  a  sports 
competition  as  well  as  it  is  a  colorful  to  the  sport  competition.  Here,  Kia  Motors 
Corporation have lift up the brand image into a new level. The World Cup 2010 has been 
won by the Spanish team and the competition went quite well and interesting. It is good 
that Kia have chosen the  World Cup as a sponsorship medium because it leads to a 
successful and effective sponsorship program.From this research also shows that various 
football fans are aware with the sponsorship program and concept. This is important to 
measure  the  effectiveness  of  the  sponsorship  program  and  subsequently  proving  that 
brand image can be improve through sponsorship programs. 
 
Recommendation 
Some  of the respondents  reckon  that Kia  should consider sponsoring more on racing 
sports a medium of sponsorship. This is because to prove the product capability in the 
racing  industry.  As  in  automotive  industry,  most  of  the  car  manufacturers  prefer  to 
sponsor world rally championship due to the nature of challenging environment of rally 
racing. Such as Citroën and Ford that currently have actively sponsoring and involving in 2
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the world rally championship. This will automatically prove that Kia can be at par with 
the other car manufacturer such as Subaru, Ford or Citroën.   
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